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Abstract 
The aim of this study is to measure tourist’s satisfaction among international and domestic visitors while embarking for 
holiday in Pahang, Malaysia. Holiday Satisfaction model (HOLSAT) was utilized in this study in order to determine the gap 
between tourist’s expectations and experiences based on 47 positive and negative attributes that were grouped into six 
categories namely; accessibility, accommodation, tourist amenities, tourist activities, food/meal and tourism attractions. The 
result was drawn from questionnaire survey of 389 international visitors and 259 domestic visitors who visited Pahang in 
2010. The data were analyzed using matrices which shown the mean scores of expectations, the mean score of experience and 
the mean of difference between experience and expectation scores. The mean scores of expectation were then plotted against 
experience in a two dimensional map for positive and negative attributes. The t-test was performed to identify the significant 
result of each attributes at 1:1000 levels. The findings provide Pahang’s tourism stakeholders with insights about the level of 
satisfactions among domestic tourists and call for better improvements strategies for future tourism development in Pahang. 
© 2012 The Authors. Published by Elsevier Ltd. Selection and/or peer-review under responsibility of Universiti Sains 
Malaysia. 
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1. Introduction  
Tourism exists because of attractions (Gunn in Alhemoud and Armstrong (1996)). Attractions are anticipated 
and mentally visualized by a potential traveler; provide the motivation and magnetism for moving from one point 
to another. However, element of attraction is not merely the reason that attract tourist to a destination. Provision 
of appropriate tourist facilities should come together with tourist attraction elements in order to maintain the 
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sustainability of tourism industry. The mix of destination attractions and facilities create a set of intangible 
“subjective experiences” for tourists known as tourism product (Tourism Research Group in Kim (2001).  
A tourism product is any offering that can satisfy need or want of customers (Kim, 2001). It may consist of 
one or a combination of components, including physical goods, services, experiences, events, persons, places, 
properties, organizations, information and ideas (Kotler, 2001). In tourism destination management, maximizing 
travel satisfaction is crucial for a successful business. The evaluation of the physical products of destination 
(instrumental performance) as well as the psychological interpretation of a destination product (expressive 
attributes) are necessary for human actions (Swan & Combs, 1976; Uysal and Noe, 2003), which could be 
represented as travel satisfaction and destination loyalty.  
Since the expressive is more related to emotion, whereas instrumental performance is more cognitively 
oriented, expressive experiences truly motivate and contribute to satisfaction. Instrumental performance includes 
maintenance attributes which, if absent, could create dissatisfaction. Both concepts can be examined within the 
context of a tourism system representing two major components of the market place, namely, demand (tourist) 
and supply (tourism attractions). It has been suggested that the instrumental and expressive attributes work in 
combination to produce overall satisfaction (Jurowski, Cumbow, Uysal and Noe, 1996; Uysal and Noe, 2003). 
2. The state of Pahang as the case study 
Pahang is the largest east coast state in the Peninsular Malaysia. Covers an area of 35,960 sq of lands, Pahang 
is surrounded with rainforests, highlands, island and beaches. Moreover, major attractions in Malaysia are located 
in Pahang such as Cameron Highlands, Endau-Rompin State Park, Taman Negara, Fraser’s Hill, Genting 
Highlands, Pulau Tioman and others and become one of major destinations among tourists. For that reason, 
Pahang was selected as the case study.  
3. Aims  
This paper aims to measure tourist satisfaction, both international and domestic travelers, who have visited 
Pahang recently. Specifically, this study aims: (1) measure the gap between tourist expectations and experiences 
in Pahang, Malaysia, (2) determine the levels of tourist satisfaction using the holiday satisfaction (HOLSAT) 
model, (3) recommend improvement strategies that should be emphasized in tourism development action plans, 
to provide better services for future tourists. 
4. Literature review 
4.1. Tourist Expectation  
There is a strong need to determine visitor expectation levels prior to the tourism experience, and whether 
performance actually lives up to these expectations. This information is important offerings to meet the dynamic 
needs of targeted segments. Failure to deliver expected quality frequently leads to poor performance in the 
tourism industry. In contrast, exceptional service quality is a source of differentiation and competitive advantage 
(Mcquilken, Breth and Shaw, 2000). From the holidaymaker’s perspective, tourism is a response to felt needs and 
acquired values within temporal, spatial, social and economic parameters. Once needs and/or values have been 
activated and applied to a holiday scenario, the generated motivation constitutes a major parameter in expectation 
formation. Expectations, in turn, determine performance perceptions of products and services as well as 
perceptions of experiences. Motivation thus impacts on satisfaction formation.  
There are many studies postulated that a consumers’ past experience will influence positively in their 
expectations of a future episode (Zeithaml et al., 1993; Anderson & Hair, 1972; Fache´ 2000; Hoffman & 
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Bateson, 1997; Oliver, 1997; Oliver & Burke, 1999; Prakash and Lounsbury, 1984). An analysis of the 
expectation–satisfaction relationship first requires a review of the function of expectations in consumer 
satisfaction judgements (Oliver, 1997). Moreover, Rodriguez et al. (1997) stated that according to assimilation 
theory (Sherif and Hovland, 1961), consumers experience a psychological conflict if they perceive a discrepancy 
between their expectations and their perception of the consumption experience. Subsequently, consumers will 
adjust their perception to become more consistent with their expectations and minimise the psychological tension 
(Anderson, 1973). Consequently, post-consumption evaluations are a function of consumer expectations (Oliver, 
1977, 1997; Pieters, Koelemeijer, and Roest, 1995). 
On the other hand, the contrast theory (Hovland, Harvey, and Sherif, 1957) postulates that when expectations 
are not matched by actual product performance, consumers will magnify or exaggerate this discrepancy due to 
the contrast or surprise effect that is generated (Anderson, 1973). Thus, post-consumption evaluations are a 
function of disconfirmation of expectations (Oliver, 1977, 1997). In addition the nature of the expectation–
satisfaction relationship may depend on several contextual and behavioural factors. Therefore, user expectations 
may have different impact on the formation of satisfaction within particular contexts. Expectations may be more 
important when they are unambiguous (Nyer, 1996), the product performance is ambiguous (Yi, 1993; Oliver, 
1997) and/or the consumer is well experienced (Soderlund, 2002). 
4.2. Tourist satisfaction  
Tribe and Snaith (1998) defined tourists’ satisfaction with a destination as the degree to which a tourist’s 
assessment of the attributes of that destination exceeds his or her expectations for those attributes. Woodside, 
Frey and Daly (1989) have reviewed a definition of satisfaction. It is generally recognised as a post-purchase 
construct that is related to how much a consumer likes or dislikes a service or product after experiencing it. 
Mountiho (1987) included some notes in terms of travel that this post-purchase construct is primarily a function 
of pre-travel expectations and travel experiences. In the same way of definition, Pizam, Neumann and Reichel 
(1978) have defined tourist satisfaction as the results of the comparison between “a tourist’s experience at the 
destination visited and the expectations about the destination”. Although the definition is slightly different, but 
the attractiveness of a destination reflects the feelings, beliefs and opinions that an individual has about the 
destination’s perceived ability to satisfy the special vacation needs of that person (Hu and Richie, 1993). 
Moreover, Swan and Combs (1976) also claimed satisfaction as a post-purchase attitude. Westbrook (1980) 
introduced the notion that customer satisfaction involves cognitive and affective aspects in pre-purchase, 
purchase, and post-purchase phases of buying goods and/or receiving services. While many other 
conceptualizations exist, there is agreement that satisfaction is a judgment a customer makes following a service 
encounter in which goods and/or services are exchanged (Yi, 1990). This evaluation of satisfaction is highly 
heterogeneous. It differs from customer to customer, encounter to encounter, and firm to firm, supporting the 
need for new insights in customer satisfaction between and across industries. Tse, Nicosia, and Wilton (1990) 
emphasized that satisfaction is a process spanning the consumption period and that research of the post-purchase 
phase is critical to new knowledge development.  
Kolter (1999) defended the customer satisfaction as the customer's perception which compares their pre-
purchase expectations with post-purchase perception. Moreover, Oliver (1981) claimed that customer satisfaction 
is the evaluation a customer makes to a certain exchange, which reflects the relation of the customer's expectation 
and their real perception to products and services they receive. Expectation is the short-term prediction. Customer 
satisfaction is a reflection of service quality. It comes when customer satisfaction occurs when the two are equal, 
or the latter exceeds the former (Comm and Taylor, 1992; Kolter, 1991). 
Customer satisfaction is influenced by quality of products and services, and customer emotion. Customer 
satisfaction is the customers' evaluation of services after purchase as opposed to their expectation (Oliver, 1997; 
Zeithami and Bitner, 2000). Fornell, Anderson and Lehmann (1994) mentioned that Customer satisfaction is the 
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overall experience customers have when purchasing and consuming products and services. It is an accumulative 
perception. It will influence product quality, service quality and customer re-purchase decisions. Customer 
satisfaction and service quality are directly related. Improving service quality is to improve customer satisfaction. 
Service quality, price, environment and personal differences all influence customer satisfaction (Bitner, 1990; 
Bolton & Drew, 1991; Zeithaml and Bitner, 1996). 
Baker and Crompton (2000) defended satisfaction as a personal experience and mentality related to the 
nitration between personal expectation and actual receipt. Ostrom and lacobuci (1995) mentioned "Satisfaction is 
a subjective opinion. It is the benefit that customers get from purchasing products or services". Customer 
satisfaction usually differs due to personal differences. Different degrees of satisfaction lead to different needs 
and motivation of customers. Customer satisfaction is the overall evaluation to services. It is the reflection 
customers make to their previous purchase. If it always exceeds their expectation, their loyalty increases. 
Customer satisfaction should be highly valued in business (Ostrom and Iacobuci, 1995; Hou and Yao, 1995; 
McAlexander et al., 2003). 
Kuo (1999) recognized seven factors that influence customer satisfaction: service content, price, convenience, 
corporate image, equipment, staff and procedure. Huang (1998) also defined five factors used to evaluate 
customer satisfaction: product, service, staff, overall performance of products, and closeness to expectation. 
Therefore, Parasurman, Zeithaml, and Berry’s (1985,1988,1994) generalization of the satisfaction paradigm to 
service quality evaluations based on the qualitative evidence apparent in the service quality literature is vital 
regarding the linkage between service quality and customer satisfaction and the efficacy of the gap model.  
Service quality has always been the focus of management. Providing excellent service and continuously 
improving service quality to increase customer satisfaction is the goal of any service business (Kao, 1995). 
4.3. HOLSAT- Measuring Holiday satisfaction Analysis  
HOLSAT was developed by Tribe and Snaith (1998) as a research instrument for measuring holiday 
satisfaction. The design of the HOLSAT survey builds on previous work (extend from SERVQUAL instrument) 
to develop indicators of service quality from the consumer perspective. In particular, the method seeks to clarify 
some uncertainty which exists between the terms expectations, perceived importance and rating of the 
performance of a service on the one hand and satisfaction and service quality on the other hand. In other words, 
HOLSAT can be reduced to its holiday element (identification of key attributes of the holiday experience) and its 
satisfaction element (the attitudes towards these attributes which produce satisfaction/dissatisfaction).  
Moreover, according to Tribe and Snaith (1998), one of the important characteristics of the HOLSAT 
instrument is its ability to consider positive as well as negative attributes when attempting to describe the key 
characteristics of a holiday destination. Thus, it is possible to define a destination with a mix of both types of 
attributes.  
Truong and Foster (2006) claimed that measuring tourists’ satisfaction with a particular destination is not 
simply the cumulative evaluation of service quality of a number of individual service providers. There are various 
activities and experiences that are key attributes of a specific destination that are not linked to specific 
organisations or are provided by several working in concert. Any measure of satisfaction must therefore include 
these aspects of the total holiday experience (Truong and Foster, 2006). Tribe and Snaith (1998) stated that 
HOLSAT differs from many models by measuring satisfaction as the relationship between performance and prior 
expectation rather than performance alone as is the case with SERVPERF (Cronin and Taylor, 1994), or 
performance relative to importance as in Importance-Performance Assessment (Martilla and James, 1997) or 
performance related to best quality (an absolute measure of what they think an excellent service would provide) 
as is the case with SERVQUAL (Parasuraman, Zeithaml and Berry, 1988). 
The key attributes chosen by Truong and Foster (2006) were based on Cooper et al. (1993) known as the “Five 
A”: (1) Accessibility: Indicate both physical access to the destination in terms of infrastructure, e.g. roads, ferry 
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or flight connections and the possibility for the customer to book a trip to the destination. (2) Attractions: 
Designates both natural and man-made (purpose-built) attractions; e.g. waterfalls, museums, amusement parks. 
(3) Accommodation: Refers to any supply of overnight facilities, camp sites, guesthouses, hotels, holiday centres, 
private B&Bs, holiday homes, etc. (4) Amenities: Portray the physical infrastructure supporting the destination 
and various facilities provided at the destination. (5) Ancillary services: Relates to the provision of catering, 
entertainment, information and transportation at the destination etc. 
5. Research Methodology 
Since March 2010, the primary data collected through a questionnaire survey which consists of three section 
questionnaire namely demographic background, travel pattern and expectation versus experience. Each section 
consist of several sets of related questions and at the third section, the respondents were required to state their 
level of agreement on trip expectation and travel experience of 51 destination attributes using  Likert Scale of 5, 
ranging from 1 (strongly disagree) to 5 (strongly agree), with a neutral position in the middle and 0 for not 
applicable. Raosoft Sample Size Calculator was utilized to calculate the number of respondents for this study. 
Based on the number of tourist arrival, total 389 of domestic and 259 international tourist were justifies as the 
total size of respondent. Three types of approaches were used in distribute the questionnaire namely face to face 
approaches, mailing approach and web based questionnaire approach. Researchers went to the top destinations in 
Pahang to do face to face approach whilst 10 other places were mailed several set of questionnaires and the web 
based questionnaire can be accessed at http://www.hbp.usm.my/tourism/tvs/default.htm.  
The collected data then were analyzed using SPSS application. Basic analysis such as descriptive and cross 
tabulation analysis was run. Then, the level of satisfaction has been justified using HOLSAT model approaches 
where the mean of expectation and experience were the key element for the process of justification. Moreover, t-
test was utilized to show significant level of result at 1:1000.  
The analyzed data then were transformed into two-dimensional graph with the Expectation mean score (Y-
axis) were plotted against Experience (X-axis). At the same time, “Win” and “Loss” segments were labeled on 
each Matrix, with the 45-degree diagonal line representing the "Draw" line. The positive and negative attributes 
were analyzed separately and the way to analyze both positive and negative attributes was different.  
6. Findings  
6.1. Positive attributes for international tourist group 
Fig. 1, shows that all positive attributes were plotted at the “Win” side indicate that the international tourists to 
Pahang were satisfied with their trips. This was due to the mean of experience minus expectation resulted 
positive sign. Based on figure 1, the level of satisfaction was justified according to the location of it plotted. The 
farther away attribute points plotted from the “Draw” line signified the greater the gain of satisfaction observed 
for the particular attributes (Table 1). T-test was run to justify it significant at the level 1:1000. The result 
revealed that 2 out of 38 attributes were determined as not significant. The attributes mentioned were Attribute 27 
and Attribute 33. Among the rest 36 attributes that statistically significant (Sig < 0.001), two attributes that 
showed the highest satisfaction level were Attribute 22 and Attributes 38. 
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Fig. 1. Expectation/Experience matrix of positive attributes for international tourist group. 
6.2. Negative attributes for international tourist group  
12 out of 13 negative attributes were plotted at the “Loss” side explained that international tourists to Pahang 
confirmed their dissatisfaction towards attributes 39-50 (Table 2) and they only satisfied with attribute 51 which 
is “There are many beggars at attractions”. The farther away attribute points plotted from the “Draw” line on the 
“Loss” side signified the greater the gain of dissatisfaction among international tourists observed for the 
particular attributes. Five attributes that indicated the greater level of dissatisfaction were Attribute 39, Attribute 
42, Attribute 43, Attribute 48 and Attribute 50. The results of t-test revealed that 8 out of 13 negative attributes 
were found significant at the level 1:1000.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2. Expectation/Experience matrix of negative attributes for international tourist group. 
84   Mohd Fauzi Sukiman et al. /  Procedia - Social and Behavioral Sciences  91 ( 2013 )  78 – 87 
6.3. Positive attributes for domestic tourist group 
As shown in Figure 3, eight attributes were plotted at the “Lose” side while 26 attributes were plotted at the 
“Win” side. Attribute 1, 5, 6, 7, 20, 24, 26 and 29 were plotted at the “Loss” side indicated tourists’ 
dissatisfaction which explained that their holiday experiences fail to exceed their initial expectations for those 
attributes (Table 3). Among these 8 attributes, Attribute 24 “I am able to witness traditional music & dance” was 
plotted the farthest away from the “Draw” line that signified the most dissatisfaction attributes perceived by 
domestic tourist group in Pahang. The t-test revealed that 21 out of 34 positive attributes were determined as 
significant. From the 21 attributes, the 5 attributes were recorded higher satisfaction level. Those attributes are 
attributes 9, 10,17, 19 and 30.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. Expectation/Experience matrix of positive attributes for domestic tourist group. 
6.4. Negative attributes for domestic tourist group 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 4. Expectation/Experience matrix of negative attributes for domestic tourist group. 
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12 out of 13 attribute points were plotted at the “Win” side (Figure 4), indicated that domestic tourists to 
Pahang gained their satisfaction for most of the attributes except for Attribute 46 “The attractions are often 
crowded”. The result of t-test for Attribute 46 has confirmed that the attribute was found not significant. In 
contrast, there were 12 attributes that were found significant and the highest (Satisfaction level) 3 attributes 
namely Attribute 47, 44 and 36. 
7. Conclusion and Recommendations 
The international tourists were satisfied with the availability of tourism brochure in English yet they were 
dissatisfied with the usage among local people at the destinations which has been classified as poor. Thus, it is 
important for service providers like hotels, travel agents, ticketing companies and tourist information centers in 
Pahang to recruit the front liner effectively for better hospitality and services for tourists. Another major 
dissatisfaction among the international tourist is regarding the cleanliness of the public toilet. Therefore, greater 
maintenance and services should be done to keep the toilet clean besides ensuring an adequate provision of it at 
major destinations.  
Meanwhile the majority of domestic tourists are satisfied with the accessibility to destinations although the 
overcrowding is always occurring at the destinations. However, this issue should be taking into consideration by 
the destination managers as to ensure tourists’ satisfaction level is satisfactory. Moreover, they are satisfied with 
the availability of shopping facilities as most of them like to go for shopping while travelling. Then, it is 
suggested that the social carrying capacity study to be conducted for better management of the destinations.  
Furthermore, most of them were unable to witness the cultural show like traditional music and dance and 
make them feel dissatisfied. Although they are domestic tourists, yet they want to be entertained while travelling 
and therefore the tourism authority should take action on it to ensure their satisfaction is satisfactory too.  
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